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Cultural Function of Tourism in the Construction of Cultural Authenticity 
—Focused on Popular Culture in Tourism—
KWON Hyuckrin
The existing authoritative value system is decentralized by the appearance of popular culture in tourism. 
Popular culture, which is regarded as vulgar, is sometimes more predominant than the traditional culture, which is 
regarded as sophisticated and genuine. These images of popular culture suggest the possibility of authentic culture. 
In addition, the appearance of tourism not only passively refl ects essential values, but it also suggests an active 
relationship with the construction of an authenticity mechanism. The fundamental interaction between popular 
culture and tourism generates authenticity, and constructs a system to maintain. 
The expansion of an image infl uenced by popular culture changes the real environment with being notifi ed by 
tourists, while the embodiment of an image infl uenced by tourism provides a symbol to the pseudo environment 
and stimulates popular culture using the quotation of these images alternatively. This circulated mechanism is 
repeatedly acted, and then it reconstructs cultural authenticity.
In the construct of authenticity, tourism not only refl ects the existing value of the culture, but it also functions 
as a device of authentication relating to the construction of cultural authenticity directly. We have both values 
in the traditional culture and the popular culture. Producing a new cultural authenticity satisfying the values 
simultaneously is the cultural function in tourism.
This study observes a mechanism of the new cultural authenticity created by “articulation” of a traditional 
culture and a popular culture in Japanese tourism destinations. As a result, the two main patterns appear. First of 
all, one of the patterns is traditionalization in popular culture. The popular culture used in tourism is expressed 
as a form of popular culture, but we cannot see the same as the existing popular culture in terms of the context in 
Japanese tourism destination. Therefore the popular culture here is given legitimacy connecting with the traditional 
culture and recreated as authentic culture. Second, the other pattern is popularization in traditional culture. The 
traditional culture is meant in the context of popular culture from the viewpoint of tourism, and it reorganizes 
a form of popular culture.  In this case, an object of tourism is essentially a part of popular culture rather than 
traditional culture. Traditional culture is therefore given popularity connected with popular culture, and recognized 
as authentic culture. 
This dissertation aims to find cultural points between old cultural value and new cultural value. They are 
connected with value components which give traditional culture and popular culture each. As a result, I found 
that the cultural function in current tourism that constructs a new authentic culture exists. Current tourism invents 
cultural authenticity in post modern society, where ambivalent values between popular culture and traditional 
culture exist. It sometimes adds popular elements to traditional culture, and other times traditional elements to 
popular culture.
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